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Penelitian ini bertujuan untuk mengkaji kepercayaan konsumen, tingkat adopsi inovasi dan penerimaan teknologi sebagai variabel
yang mempengaruhi perilaku belanja online di kota banda aceh. Persepsi kepercayaan konsumen diukur dengan tingkat keamanan
berbelanja, tingkat integritas penyedia jasa belanaj online, serta tingkat kehandalan belanja secara online dibandingkan dengan
belanja secara tradisional.Tingkat adopsi inovasi diukur dari jarak waktu konsumen mengetahui adanya belanja online sampai
waktu melakukan pembelian produk melalui online dengan asumsi faktor lain seperti faktor harga dan pendapatan konsumen
diabaikan. Penerimaan teknologi diukur dari indikator-indikator persepsi kemanfaatan (perceived of usefulness) berbelanja online
dan persepsi terhadap tingkat kemudahan (perceived ease of use) penggunaan teknologi belanja online. Teknologi yang dipersepsi
oleh responden adalah teknologi internet untuk situs resmi online Perilaku belanja online diukur dari sikap, minat dan perilaku
pembelian melalui belanja online
Penelitian ini menggunakan analisis SEM dengan pendekatan varians (partial least square path modeling-PLS PM) dengan software
smartPLS. Populasi penelitian adalah seluruh konsumen yang memiliki pengetahuan dan pengalaman terhadap penggunaan internet
di kota banda Aceh yang melakukan belanja secara online melalui situs resmi dan atau media sosial. Sampel yang diambil dalam
penelitian ini sebanyak 150 (seratus lima puluh) orang Penelitian menggunakan metode teknik purposive sampling dengan
pengambilan sampel secara proporsional berdasarkan kaidah pengambilan sampel.
Hasil penelitian menunjukkan bahwa, variable kepercayaan konsumen terhadap perilaku belanja online mempunyai pengaruh
signifikan terhadap perilaku belanja online. Sedangkan variabel kepercayaan konsumen berpengaruh signifikan terhadap tingkat
adopsi inovasi belanja online serta variabel Kepercayaan konsumen berpengaruh terhadap penerimaan teknologi belanja online.
Sedangkan variabel tingkat adopsi inovasi tidak pengaruh terhadap perilaku belanja online dan penerimaan teknologi tidak
pengaruh terhadap perilaku belanja online.
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This study aims to examine consumer confidence, the level of adoption of innovation and acceptance of technology as variables that
influence online shopping behavior in the city of banda aceh. Perceptions of consumer trust are measured by the level of shopping
security, the level of integrity of online shopping service providers, and the level of reliability of online shopping compared to
traditional shopping. The level of innovation adoption is measured by the distance of time consumers know of online shopping until
the time of purchasing products online assuming factors Other factors such as price and consumer income are ignored. Technology
acceptance is measured by indicators of perceptions of the benefits of online shopping and the perception of the level of ease of use
of online shopping technology. The technology perceived by respondents is internet technology for official online sites Online
shopping behavior is measured by attitudes, interests and buying behavior through online shopping.
This study uses SEM analysis with variance approach (partial least square path modeling-PLS PM) with smartPLS software. The
research population is all consumers who have knowledge and experience of internet use in the city of banda Aceh who do
shopping online through official sites and or social media. Samples taken in this study were 150 (one hundred and fifty) people. The
research used purposive sampling technique method with proportional sampling based on the rules of sampling.
The results showed that, variable consumer confidence in online shopping behavior had a significant influence on online shopping
behavior. While the variables of consumer confidence have a significant effect on the level of adoption of online shopping
innovations as well as variables of consumer confidence influence the acceptance of online shopping technology. While the variable
level of innovation adoption does not influence the behavior of online shopping and technology acceptance does not influence the
behavior of online shopping.
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